Likelihood Model is relevant to young people. An earlier central study on adults was replicated, through 330 in-depth interviews among three age groups (4-7, 8-11, 12-15). The findings: young people do not use either the central or peripheral route for changing attitudes as in the original adult studies. Indeed, in all three age groups, the young people's attitudes were similar in both high and low involvement. We offer explanations for these surprising findings. 
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Ability to process the information
Personal variables:
• Cognitive development ............................................................................................................................................................ Attitude toward the brand 0-100 .. (Livingstone and Helsper, 2006; Young, 2003) . Those studies examined the awareness of persuasion intent (Brucks, Armstrong, and Goldberg, 1988; Donohue, Henke, and Donohue, 1980; John, 1999; Kunkel, 2001; Macklin, 1987; Moore, 2004; Robertson and Rossiter, 1974; Van Evra, 1990; Ward, Wackman, and Wartella, 1977; Young, 1990) and the ability to identify lack of balance and misleading intent (Bever, Smith, Bengen, and Johnson, 1975; Boush, 2001; Martin, 1997; Peterson and Lewis, 1988; Peterson, Jeffrey, Bridgewater, and Dawson, 1984; Ward, Wackman, and Wartella, 1977) . According to these studies, around the age of 8, children evidently start to become more critical toward advertising messages and use the mechanisms at their disposal to filter the information passed on by the advertisement.
In addition, research studies have been taken to determine advertising effects among young people: attention to advertisements (Anderson and Lorch, 1983; Gunter and McAleer, 1997; Wartella and Ettema, 1974) ; understanding the contents (Liebert, Sprafkin, Liebert, and Rubinstein, 1977; Pawlowski, Badzinski, and Mitchell, 1998; Wartella, 1981) ; appreciating and liking the advertisements (Robertson and Rossiter, 1974; Van Evra, 1990) ; and the way advertising influences the behavior of different aged children (Atkin, 1975; Roedder, Sternthal, and Calder, 1983; Ward, Wackman, and Wartella, 1977) .
The findings of the studies show that significant changes in the various levels of influence occur at around the age of 8.
Up until then, children find it difficult to recall and understand advertisements, although it is evident that there is a high level of positive feeling toward the advertisement as well as strong influence of the advertisement on the children's behavior. In short, to better understand advertising information processing among young people, one must test the applicability of ELM to this group, broken down into a broad range of discrete age subgroups.
HYPOTHESES
The hypotheses of this study relate to all three age groups (4-7, 8-11, 12-15) . Because the age of 8 has been found to signify a shift in the child's development, we distinguish between children 8 years or older and those below 8 years old.
Thus, the first four hypotheses of this study assume that young people 8 years old and above will process information along the same routes that adults use (i.e., a central as well as a peripheral route). Does ELM hold true for young people as well? Do they also have two information processing routes?
Based on previous research findings that advertising effectiveness is different for the youngest age cohort than for older ones, the final two hypotheses assume that children under the age of 8 will process information differently than adults, i.e., will not use both routes, as 4-7 year olds have a far more limited cognitive capability than their adult (or older adolescent) counterparts. 
METHODOLOGY Subjects
Three groups of young people participated in the study: age group 4-7; age group 8-11; age group 12-15. The choice of these age groups is based on findings reported in numerous studies on advertising information processing and advertising effectiveness among young people, as noted above. In addition, as opposed to most other studies on young people (Livingstone and Helsper, 2006) , this study deals with a wide range of age groups in order to test whether the underlying hypothesis is universal for all youth or rather applicable only to specific age cohorts.
To test significant differences between the three age groups, we chose young people at the median age of each group: 5-6 (preschool); 9-10 (fourth grade); 13-14 (eighth grade). The field research sample size was 330 young people, divided respectively among the three age groups: 111 (young children); 106 (children); 113 (adolescents).
Procedure
The study was based on 24 cells of analysis: 3 age groups ϫ 2 levels of involvement (high/low) ϫ 2 types of message (central/peripheral) ϫ 2 character attractiveness (attractive/unattractive character).
Step by step description
The first stage involved a preliminary research through in-depth, face-to-face interviewing of 61 young people in the 4-15 age range, designed to choose strong and weak messages regarding the product and selecting attractive and unattractive characters for the advertisements to be shown.
In other words, the goal of this stage was to develop the four advertisements. Thus, the characters chosen according to the respondent's answers were: "mother" as the attractive character and "neighbor" as the unattractive character, each respectively comprising a strong message-"taste"-and a weak message-about the "package."
Another goal of the preliminary research was to fit the concepts in the questionnaire to the young respondents so that they would understand the questions and provide authentic answers. In addition, the Pollimeter was utilized (details in the Appendix). Finally, the preliminary research found that the young people were able to sit through and answer the questionnaire as a whole.
In the end, four advertisements were designed in accordance with the results of the preliminary research. The differences between the four advertisements involved two elements: type of message and character (see Table 2 ). Involvement. The present study focused on situational involvement that was defined by Mitchell (1979) as internal arousal, personal interest, or willingness to actall as a function of a specific situation.
Through a promised gift (or lack thereof), each child's involvement was manipulated positively or negatively-replicating the original study (Petty, Cacioppo, and Schumann, 1983) . However, as opposed to the original study, in the present study no specific material gift was promised, but rather the abstract term "gift" was used so that the influence of the "gift" concept would be tested without worrying about the positive/negative attitudes the respondents held regarding any specific gift.
To guarantee that the manipulation worked consciously, each child was asked at the end of the questionnaire whether a gift was promised. The nine children who did not recall whether or not they were promised a gift were removed from the study.
Type of message.
In the original study (Petty, Cacioppo, and Schumann, 1983) , the stronger argument was based on scientific elements related to the razor blade, whereas the weaker one regarded its esthetic aspects. The present study also used strong and weak arguments: the former involved the taste of the chocolate; the latter, its packaging. The arguments chosen were based on the results of the preliminary research study.
Character attractiveness. According to the original study (Petty, Cacioppo, and Schumann, 1983) , character attractiveness related to such characteristics as personal traits, external appearance, and group af- shown that attitudes toward the advertisement, the brand, and the purchase intent were the most important measures of the message's effectiveness (Cacioppo, Petty, and Stoltenberg, 1985; Lutz, 1975; Mackenzie, Lutz, and Belch, 1986; Mazis and Adkinson, 1976; Olson and Mitchell, 1975; Petty and Cacioppo, 1981; Petty, Cacioppo, and Schumann, 1983 ). Purchase intent was not influenced by message type and advertisement character.
RESULTS

General findings
Involvement
In short, attitude toward the advertisement was influenced by age and message type. Purchase intent was influenced by age alone. The general findings are exhibited in Tables 3-5 .
Hypotheses testing
The hypotheses were analyzed through a t-test for independent groups. Hypotheses H1-H4 and H6 were not confirmed,
i.e., no significant differences were found between involvement levels under the various conditions (strong argument and attractive character). On the other hand, Hypothesis H5 was validated as no differences were found among the age 4-7 cohort at different involvement levels for an advertisement with a strong argument.
The hypotheses tests are exhibited in Tables 6-8 .
To sum up the findings, the level of involvement among young people does not significantly influence advertising effectiveness under different conditions. All three age groups whose involvement level was either high or low were similarly influenced by the advertisements.
DISCUSSION
The main conclusion of this study is that in contradistinction to adults (Petty, Cacioppo, and Schumann, 1983) , children and early adolescents do not use the two routes for processing information. This study's findings provide evidence that the involvement variable, which is critical among adults in explaining the use of two information processing routes, does not have the same effect on young people-no significant differences were found in advertising effectiveness between high and low involvement.
These findings and the concomitant overall conclusion are extremely interesting
The main conclusion of this study is that in contradistinction to adults, children and early adolescents do not use the two routes for processing information.
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and demand a wide-ranging discussion.
The following analysis, therefore, will deal with the theoretical framework of the ELM, with aspects of the specific sample group tested in the original study (Petty, Cacioppo, and Schumann, 1983) , and finally with explanations not integral to the model. ................................................................................................................................................................................................ ..................................................................................................................................................... Another explanation regarding the lack of central route use by the young people is related to the specific nature of the adult population sampled in the original ELM study (Petty, Cacioppo, and Schumann, 1983 ): college students. It can be argued that students of higher education are a population group with cognitive abilities greater than the general population. They can be defined as having wider knowledge and also greater interest to process information. Indeed, Cacioppo and Petty (1982) argued that people who have a tendency toward cognitive thinking will also tend to process messages through the central route, as they enjoy investigating issues and investing mental energy in complex problem solving through seeking out hidden clues, differentiating between factors, and analyzing circumstances. In other words, such people enjoy the very exercise of thought. The research of Bakker (1999) as well as Zhang and Buda (1999) points to the importance of cognitive needs and the ramifications such a factor has on information processing.
As a result, one can safely assume that college students not only have a higher level of knowledge, but also a greater tendency to cognitive thinking in comparison to the general population. These two ................................................................................................................................................................................................ ..................................................................................................................................................... ............................................................................................................................................................ Note: n ϭ total number in the sample, M ϭ mean, SD ϭ standard deviation, df ϭ degree of freedom, and p ϭ significance.
variables together may well have led to the original study's findings of central route processing-a finding that one cannot necessarily generalize to the population at large. In that case, the present findings regarding young people are actually representative of the less intellectually oriented population at large.
It should be noted that the other main research studies on ELM were based on college student populations as well (Petty and Cacioppo, 1979; Petty, Cacioppo, and Goldman, 1981; Schumann, Petty, and Clemons, 1990) . Thus, the present study's ................................................................................................................................................................................................ ..................................................................................................................................................... ..................................................................................................................................................... ..................................................................................................................................................... people at different ages (Anderson and Lorch, 1983; Atkin, 1975; Gunter and McAleer, 1997; Liebert, Sprafkin, Liebert, and Rubenstein, 1977; Pawlowski, Badzinski, and Mitchell, 1998; Robertson and Rossiter, 1974; Roedder, Sternthal, and Calder, 1983; Van Evra, 1990; Ward, Wackman, and Wartella, 1977; Wartella, 1981; Wartella and Ettema, 1974) . The fact that age has a significant impact on the way young ................................................................................................................................................................................................ .......................................................................................................................................................... .......................................................................................................................................................... 20 ........................................................................................................................................................... .......................................................................................................................................................... .......................................................................................................................................................... with the goal of creating a positive attitude toward the brand among young people.
The advertiser must first decide on, and focus upon, one of the primary age groups: 4-7, 8-11, or 12-15 . This decision has to be based on the size of the group and other age group considerations such as soft drink habits, brand loyalty, etc. In addition, one must take into account that youngsters are more influenced by advertising, so it can be expected that the financial investment will be greater for older age groups. ................................................................................................................................................................................................ ..................................................................................................................................................... In order to make the young people's responses as easy as possible while increasing the validity and reliability of their answers, the study used the PolliMeter (Lampert, 1979 (Lampert, , 1981 as its main measuring device.
The PolliMeter is comprised of two ba- The PolliMeter has been selected as the preferred scale among subjects with a low level of education (Lampert, 1978 (Lampert, , 1979 
